INTRODUCTION
Recent surveys indicate a strong competition among the universities for building quality education in the near future (Des Moines Register 1986) . Further, student enrollment is bound to decrease in universities which do not meet students" expectations. Many universities are already concerned about how to market their services better in order to maintain their present enrollment without decreasing the quality of the students admitted to the university.
Marketing concept can be utilized well if one understands the choice process of consumers. Accordingly, Punj and Staelin (1978) modelled the choice process for graduate business students. A principal determinant used in this choice process was the "quality of the program," with quality a function of the courses offered; and, more importantly, the quality and reputation of the professors in the university. Thus one could adopt a marketing orientation of attracting high quality professors in order to generate quality students. Yet, very little is known about the underlying buyer behavior (i.e., how a graduating Ph.D. student selects a university to start his/her career). Questions such as: What characteristics of the departments, colleges and the universities do the graduating doctoral students consider in choosing a university to work? and What are the relative influence/importance of each of these characteristics/attributes? must be answered before universities can develop a comprehensive marketing strategy to attract professors of the highest quality.
The objective of this paper is to suggest a methodology to construct an individual decision model for evaluating job selection criteria of graduating doctoral students. If recruiting universities could identify the decision process of graduating doctorates, then the task of developing a marketing plan would be much easier. Even from a graduating Ph.D.'s viewpoint, a decision model would ease his/her decision-making problem since he/she is faced with conflicting objectives. These conflicting objectives have to be explicitly incorporated into the decision model to facilitate evaluation of several different alternatives. This decision model is based on developing utility functions with the use of relevant attributes, consideration of tradeoffs, strength of preference involved, etc., in order to choose the best alternative. The existence of a utility function can be based on testable assumptions (Von Neumann and Morgenstern 1947; Marshak 1950) . A brief description of the utility theory and a comparison of it with other popular approaches to measuring consumer utility are presented shortly. Then, the problem definition and research methodology for constructing a decision model is given. The following portion of the paper consists of analysis of results and illustrates the usefulness of the methodology proposed. Finally, the last section provides conclusions and recommendations.
Theory and Methodology
In order to establish notation and make this paper as self-contained as possible, a brief exposition of the multiattribute utility theory is given and some aspects of its empirical implications are discussed.
For a multiattribute case (say n > 2), depending on the prevalence of certain types of axioms, an appropriate methodology and relevant functions can be identifhed. In the case of certainty, an ordinal value function (r0 and a measurable value function (V) can be used. In the case of uncertainty, the utility function (U) can be described.
The ordinal value function requires that the preference independence (P.I.) condition be satisfied. The preference independence condition assumes that "the pair of attributes X and Y is preferentially independent of Z if the conditional preferences in the (X, Y) space given Z do not depend on Z." If each pair of attributes is preferentially independent of its complement, then the attributes are pairwise preferentially independent and the ordinal value function may be expressed in an additive form:
where ~qx, ~'v and ~/z are single-attribute ordinal value functions. The most widely used techniques to assess the ordinal value functions are the conjoint scaling (Lockstep procedure) and the mid-value splitting technique (see Keeney and Raiffa 1976 for a discussion of these techniques).
The measurable value function "V" is based on the concept of a "preference difference" between alternatives and provides an interval scale of measurement for preferences under certainty. The axioms imply that a realvalued function (V on X) exists such that, for all w,x,y,z X, if w is preferred to x and y is preferred to z, then wx _>* yz iff
and "V" is unique up to a positive linear transformation (Dyer and Sarin 1979) . If there exists a measurable value function "V" on X, if x], ... ,Xn are mutually preference independent, and, if x] is weak difference independent of x~, then either
i=l i=l where V(X*) = 1, V(X ~ = 0, Vi(xi*) = 1, Vi(xi 0) = 0 (Note xi* and xi ~ denote the attribute (xi) at its best level and its worst level respectively).
The expected utifity function "U" is said to represent the preference ordering if for all actions "a" and "b" in A, a _< b if and only if U(a) _< U(b). A The three conditions that are required to formulate a utility function may be stated as follows. 1) Conditional preferences in one event are independent of consequences in other events. "2.) Outcomes can be ordered according to preference, independent of the states in which they occur; and, 3) States can be ordered according to probability, independent of the outcomes with which they are associated (Marshak and Radner, 1972) . Condition 1 establishes additivity while conditions 2 and 3 establish utility and subjective probabilities respectively.
We shall say that Y is utility independent (U.I.) of Z when conditional preferences for lotteries on Y given Z do not depend on the particular level of Z. Attributes Y and Z are additive independent (A.I.) if the paired preference comparison of any two lotteries, defined by the two joint probability distributions on Y x Z, depends only on their marginal probability distributions.
If Y and Z are mutually utility independent but not additive independent, then the two-attribute utility function takes a multilinear form (6) or n 1 + K U(X) = rr (1 + KKi Ui(xi)), xi e X (7) i=l These three functions --the ordinal value function, the measurable value function and the utility function, can be interrelated depending on whether the functions are additive or multiplicative (Dyer and Sarin 1979).
Additive Functions
Assume n _> 3,. and x~ ..... Xn are mutually preferentially independent. Then 1) if Xl, ... ,x, are difference independent of x~, then ~-'-V; 2) a utility function (U on X) exists and if preferences over lotteries on xl, ... ,x, depend only on their marginal probability distribution ~nd not on their joint probability distribution, then V= U; and, 3) if both A and B are satisfied, ~'= V = U. 
i=l The measurable value function can be assessed by a variety of techniques such as direct rating, direct midpoint and direct ordered metric (for a discussion, see Keeney and Raiffa 1976) .
Multiplicative Functions
Assume, 1) n _> 3, and x], ... ,Xn are mutually preferentially independent and bounded; 2) there exists a measurable value function V on X, and Xl is weak difference independent of Y~], and, 3) there exists a utility function U on X, and x~ is utility independent of Yq.
